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BACKGROUND AND PURPOSE 

Game Show Network, LLC, which operates the cable network GSN, has brought a 

Program Carriage Complaint against Cablevision Systems Corporation (“Cablevision”) 

alleging that Cablevision has discriminated against GSN in favor of an affiliated 

network, WE tv (referred to herein as “WE”).1  It is my understanding that, in 

evaluating Game Show Network’s Complaint, the Federal Communications 

Commission will consider whether GSN is similarly situated to WE based on a 

combination of factors, including the similarity of programming.  One of the factors to 

be considered in connection with that inquiry is the type of the programming, which I 

understand Cablevision’s programming expert, Michael Egan, will discuss in detail.  In 

its Complaint, Game Show Network alleges that GSN and WE offer similar types of 

programming, as do other networks such as Lifetime and Oxygen. 

Cablevision, through its attorneys Paul, Weiss, Rifkind, Wharton & Garrison LLP and 

Mintz, Levin, Cohn, Ferris, Glovsky and Popeo, P.C., have retained me to design and 

conduct a survey to determine the extent to which television viewers perceive GSN and 

WE to be similar in terms of their type of programming.2  This report details the 

methodology and results of the survey.   

STUDY AUTHORSHIP AND QUALIFICATIONS 

I am a Senior Vice President at ORC International.  This study was designed, 

supervised, and implemented by ORC International under my supervision. In 

designing the survey and preparing this report, I reviewed the following materials: (1) 

Program Carriage Complaint; (2) Answer to Program Carriage Complaint; (3) Reply 

Brief; (4) Surreply of Cablevision; (5) GSN’s Opposition to Cablevision’s Motion for 

Leave to File a Surreply; (6) GSN Proceeding Protective Order; (7) Motion for Leave to 

                                                 
1 Game Show Network’s Complaint also alleges that Cablevision favored Wedding Central over 
GSN. 
2 The survey does not address other factors such as the extent to which the target audiences for 
the channels are similar. 
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File a Surreply; (8) Reply to Opposition to Motion for Leave to File a Surreply; (9) Reply 

to Opposition to Petition for Temporary Relief; (10) FCC Order Denying Temporary 

Relief; and (11) GSN Hearing Designation Order. 

I have personally designed, supervised, and implemented over 400 surveys measuring 

perception, opinion, and behavior.  I have personally designed numerous studies that 

have been admitted as evidence in legal proceedings, and I have been accepted as an 

expert in survey research on numerous occasions by U.S. District Courts, the Trademark 

Trial and Appeal Board, the FTC, and the National Advertising Division of the Council 

of Better Business Bureaus (NAD). 

I have frequently spoken at major intellectual property and legal conferences on the 

topic of how to design and conduct surveys that meet legal evidentiary standards for 

reliability, including conferences held by the International Trademark Association 

(INTA), American Intellectual Property Law Association, Practicing Law Institute, 

Managing Intellectual Property, Promotions Marketing Association, American 

Conference Institute, and various bar organizations.   

In addition to my survey research experience, I hold bachelors and masters degrees in 

mathematics and a J.D. from Harvard Law School.  Additional biographical material, 

including lists of testimony and publications, is provided in Appendix A.   

The fee charged for the survey and preparation of this report is $50,000.  Any additional 

time spent in connection with this matter will be billed at my ordinary rate of $500/hr.  

These fees are not conditioned upon the results of the survey or any of my opinions 

expressed in this Report.  

STUDY DESIGN 

A total of 870 television service subscribers participated in this online survey.3  

                                                 
3 In an online survey, a potential respondent receives an email invitation with a link to a 
webpage where the survey is hosted.  When the respondent clicks on the link, they are taken to 
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- 470 interviews were conducted among individuals residing within Cablevision’s 

NYC DMA territory, covering parts of NY, NJ and CT. 

o 242 of these were among Cablevision subscribers 

o 228 of these were among non-Cablevision subscribers 

- 400 interviews were conducted among individuals residing across the remaining 

parts of the United States. 4 

 

The survey design involved showing respondents various pairs of channels, including 

GSN and WE tv, and asking them to rate how similar or dissimilar the channels are in 

terms of the type of programming they offer (or to indicate if they had no opinion).5   

After a respondent qualified for the survey, they were shown a screen on which they 

were instructed:  

We are now going to show you the names of two channels at a time.  For each 

pair of channels, we would like you to tell us how similar or dissimilar the 

channels are in terms of the types of programming they offer.  (If you are not 

familiar enough with either channel to have an opinion you can indicate so.) 

When we say similar, we mean that you consider the channels to be in the same 

category of tv channel because they offer comparable types of programming or 

similarly-themed programming.   

Please note that we are not asking how similar or dissimilar the channels are in 

terms of their quality or how much you like them.  We only want your opinion 

                                                                                                                                                             
the webpage where they are asked the screening questions and, if qualified, the main survey 
questions on their computer screen.  See Sampling Section below for additional detail on online 
surveys. 
4 See Relevant Universe and Sampling sections below for more detailed discussion of the 
relevant universe for the survey and how respondents were selected for inclusion.   
5 As discussed in more detail below, respondents were asked during the screening section of the 
survey how familiar (if at all) they were with the type of programming shown on each channel 
that they were later asked about. 
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about how similar or dissimilar the channels are in terms of the type or category 

of programming they offer. 

Then on the following screen they were instructed:  

For each pair of channels you are shown, please indicate how similar or 

dissimilar the channels are by using the following scale ranging from “0” 

(meaning extremely dissimilar) to “10” (meaning extremely similar.) 

Or if you have no opinion, please select that option. 

One at a time, respondents were then shown 12 pairs of channel names.  For each pair 

of channels shown, respondents were instructed: 

Please indicate how similar or dissimilar these channels are by using the 

following scale, if you have an opinion.  

Below the pair of channels on each screen appeared a scale ranging from zero 

(extremely dissimilar) on the left to ten (extremely similar) on the right.  A “no opinion” 

button also appeared below each scale.  

As the objective of the survey was to test respondents’ perceptions regarding GSN and 

WE, one of the channel pairs respondents were asked to rate (if they had an opinion) 

was GSN and WE. 

The other eleven pairs of channels were included to serve as controls to ensure that 

respondents’ answers were reliable and were not the result of any problems with the 

survey sample, process or questions. 

Ten of the pairs of channels were designed to serve as baseline measurements of 

similarity and dissimilarity.  Five pairs of channels were included because the two 
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channels clearly have a high level of similarity in terms of type of programming.  These 

five pairs were: 

HBO 
Cinemax 
 
Discovery Channel 
The Science Channel 
 
ABC 
CBS 
 
MTV 
VH1 
 
Lifetime 
Oxygen 
 

Lifetime and Oxygen were specifically mentioned in Game Show Network’s Complaint 

as channels that offer similar types of programming. 

By including these five pairs of similar channels in the survey, the survey was able to 

self-validate by testing whether respondents do, in fact, respond that these pairs of 

channels are similar.  If respondents typically answer that these pairs of channels are 

similar, this indicates that the survey is properly functioning to designate similar 

channels as such. 

An additional five pairs of channels were included because the pairs were channels that 

clearly have a low level of similarity in terms of type of programming.  These five pairs 

were: 

Cinemax 
ABC 
 
Discovery Channel 
VH1 
 
Lifetime 
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HBO 
 
GSN 
MTV 
 
CBS 
The Science Channel 
 

By including these five pairs of dissimilar channels in the survey, the survey was able to 

self-validate by testing whether respondents do, in fact, respond that these pairs of 

channels are dissimilar.  If respondents typically answer that these pairs of channels are 

dissimilar, this indicates that the survey is properly functioning to designate dissimilar 

channels as such. 

In addition to validating that respondents’ ratings of channel pairs are reasonable and 

reliable, these five pairs of similar and dissimilar channels also establish baseline ratings 

for similar and dissimilar channels, against which the results for the GSN and WE 

pairing can be compared. 

The last channel pairing was: 

Oxygen 
WE 
 

The pairing of Oxygen and WE was included as a control to specifically validate 

whether or not respondents would answer that WE is similar in programming to 

another channel that both Cablevision and Game Show Network agree provides similar 

types of programming.  In its Complaint, Game Show Network alleges that WE and 

Oxygen provide the same types of programming.  Accordingly, if the survey confirms 

that WE and Oxygen are viewed as similar channels by respondents, this would also 

validate that the survey functioned properly and that respondents’ answers regarding 

GSN and WE are reliable. 

The twelve pairings detailed above are as follows: 
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HBO 
Cinemax 
 
Discovery Channel 
The Science Channel 
 
ABC 
CBS 
 
MTV 
VH1 
 
Lifetime 
Oxygen 
 
GSN 
WE 
 
Cinemax 
ABC 
 
Oxygen 
WE 
 
Discovery Channel 
VH1 
 
Lifetime 
HBO 
 
GSN 
MTV 
 
CBS 
The Science Channel 

 

Each pair of channels was shown one at a time alone on a screen. 

The order in which the pairs were shown was randomly rotated to eliminate any order 

bias.  For each pair, the survey also randomized which channel appeared on top and 

which on the bottom for each respondent.  
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Since the survey consisted of five pairs of similar channels and five pairs of dissimilar 

channels (and the two experimental pairs, GSN/WE and Oxygen/WE), the sequential 

lineup of pairs could not have biased answers for GSN/WE or Oxygen/WE in either 

direction.  The survey results did not vary meaningfully based on whether respondents 

were asked about the GSN/WE pair early or late in the rotation, which confirms that 

the particular selection of other channel pairs used in their survey and their order did 

not impact the results. 

See Appendix B for the full questionnaire used in the survey.   
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SUMMARY OF KEY FINDINGS 

 
1. On the scale of 0 (extremely dissimilar) to 10 (extremely similar), GSN and WE 

received an average rating of 1.32 by the 231 respondents in the NYC DMA who are 

familiar with the type of programming on both GSN and WE (the NYC DMA Familiar 

Group).   

2. The average rating for GSN and WE among respondents outside the NYC DMA 

who are familiar with the type of programming on both GSN and WE (the National 

Familiar Group) was 1.38.  

3. The following are the ratings of the five pairs of similar channels: 

 Average 

Channel Pair6 
NYC DMA 

Familiar Group 
National 

Familiar Group 
ABC/CBS  8.91 8.63 
HBO/Cinemax  8.70 8.59 
MTV/VH1  8.25 8.21 
Lifetime/Oxygen  7.50 7.47 
Discovery Channel/The Science Channel  7.48 7.28 

 
 The fact that all of these channel pairs received average ratings between 7.28 and 

8.91 validates that the survey responses are reliable and that pairs of channels that are 

similarly situated in terms of type of programming will be rated as such by the survey.  

These ratings confirm that the rating for GSN and WE is very low and inconsistent with 

the ratings for pairs of channels that are similar channels in type of programming. 

4. The following are the ratings of the five pairs of dissimilar channels: 

                                                 
6 Base sizes between pairings vary because respondents who answered “no opinion” were 
removed from calculations of averages.  
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 Average 

Channel Pair7 
NYC DMA 

Familiar Group 
National 

Familiar Group 
Lifetime/HBO  3.49 3.65 
Cinemax/ABC  2.02 2.10 
CBS/The Science Channel  1.68 1.67 
GSN/MTV  1.38 1.47 
Discovery Channel/VH1  1.06 1.00 

 
 The fact that all of these channel pairs received average ratings between 1.00 and 

3.65 validates that the survey responses are reliable and that pairs of channels that are 

not similarly situated in terms of programming type will be rated as such by the survey.  

These ratings confirm that the rating for GSN and WE is consistent with ratings for 

pairs of channels that are not similar in type of programming. 

5. The average rating for WE and Oxygen was 7.62 among respondents in the NYC 

DMA who are familiar with the type of programming on both GSN and WE and 7.56 

among respondents outside of the NYC DMA who are familiar with the type of 

programming on both GSN and WE.  This result, along with the 7.50 (NYC DMA) and 

7.47 (Nationally) results for Oxygen and Lifetime, proves that the survey was reliable 

and properly indicated that channels like WE, Oxygen and Lifetime are similar channels 

in terms of programming content.   

6.  Based on the survey results, it is my opinion that tv viewers definitively perceive 

GSN and WE to be channels that are not similarly situated in terms of their  type of 

programming.  The 1.32 (NYC DMA) and 1.38 (Nationally) results for GSN and WE are 

very close to the “extremely dissimilar” end of the scale.  The high similarity ratings 

given to other pairs of similar channels, including WE/Oxygen and Lifetime/Oxygen 

confirm that the survey results are reliable and that the very low similarity rating for 

GSN and WE cannot be explained by any problem with the survey process or questions. 

                                                 
7 Base sizes between pairings vary because respondents who answered “no opinion” were 
removed from calculations of averages.  
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7. In addition, as discussed in more detail below, the survey results for GSN and 

WE did not vary meaningfully based on age, gender, geographic region, type of tv 

service, or other characteristics of respondents.  Accordingly, the very low similarity 

rating for GSN and WE cannot be explained by any problem with the sample of 

respondents included in the survey. 

See Detailed Findings section below for additional information on results.  The full data 

will be provided in electronic form. 
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METHODOLOGY 

THE RELEVANT UNIVERSE OF INTEREST 

1. NYC DMA – TV Viewers Who Are Familiar with Both GSN and WE 

The core relevant universe for the survey was defined as individuals who: (1) reside in 

Cablevision’s NYC DMA territory; (2) have television service at home (whether or not 

Cablevision); and (3) are either somewhat, very, or extremely familiar with the type of 

programming offered on both GSN and WE.  During the screening process, 

respondents were asked to rate how familiar (if at all) they are with the type of 

programming on 18 channels, two of which were GSN and WE.  The order of the 

channels listed was randomized to avoid any bias.  The following scale was provided: 

Not at all Familiar 

Slightly Familiar 

Somewhat Familiar 

Very Familiar 

Extremely Familiar 

 

The 272 respondents in the NYC DMA who answered that they were somewhat, very, 

or extremely familiar with the type of programming on both GSN and WE were 

considered the core relevant universe for the survey (the NYC Familiar Group).  As 

discussed more fully below, this sample size was more than sufficient to support 

statistically significant findings. 

As part of the screening process, respondents were also asked what television service 

they have and whether or not they currently get GSN (as well as 17 other channels.)  In 

order to represent various types of television viewers, the survey obtained a sample of 

both Cablevision and Non-Cablevision customers and a sample of those who currently 

get GSN and those who currently do not (or don’t know if they do).  The following table 

shows the breakdown of respondents within the NYC Familiar Group: 
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Television Service: Currently gets GSN Does not currently get GSN 

(or does not know) 

Cablevision 90 (33%) 52 (19%) 

Non-Cablevision 106 (39%) 24 (9%) 

 

As discussed in detail below, the survey results did not vary meaningfully between 

Cablevision and Non-Cablevision customers or between respondents who currently get 

GSN and those who do not (or don’t know if they do).  Accordingly, the precise 

breakdown of respondents across these four sub-groups was not material to the survey 

results. 

Respondents were also asked how many hours per week they watch of certain 

channels, including GSN (for respondents who do get GSN).  As discussed below, the 

survey results did not vary meaningfully based on how many hours per week 

respondents watch GSN. 

2. NYC DMA – TV Viewers Who are Not Familiar with One or Both of GSN/WE 

The NYC Familiar Group was considered the core relevant universe because it was my 

opinion that those tv viewers who are familiar with the type of programming content of 

both GSN and WE are the most qualified to provide their opinion regarding the extent 

to which the channels are similar or dissimilar.  In the event that the opinions of tv 

viewers who are only familiar with the content of one of the channels or who have only 

slight or no familiarity with both channels are deemed relevant, a sample of such 

respondents were also included in the survey.  A total of 198 respondents (100 

Cablevision and 98 Non-Cablevision) who were less than somewhat familiar with GSN 

and/or WE completed the survey (the NYC DMA Not Familiar Group).  While these 

respondents are not included in the main analysis contained in this report, the data is 

available and can be viewed on its own or in combination with the Familiar Group.  As 

discussed further below, the results among the NYC DMA Not Familiar Group did not 

vary meaningfully from the results for the NYC DMA Familiar Group.  Accordingly, 
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whether or not the results among the NYC DMA Not Familiar Group are considered 

has no impact on the overall results or the survey’s conclusions. 

3. National Sample - TV Viewers Who Are Familiar with Both GSN and WE 

Because the Complaint against Cablevision implicates the viewership of WE and GSN 

within Cablevision’s geographic footprint, I considered the NYC Familiar Group to be 

the core universe.  That Group, moreover, was easily sufficient in sample size to yield 

reliable findings.  Nonetheless, in order to assess the extent to which television viewers 

in other geographic regions had an opinion regarding the similarity or dissimilarity of 

GSN and WE, the survey also included a sample of 400 tv viewers from outside of the 

Cablevision NYC DMA territory who are somewhat, very, or extremely familiar with 

the type of programming on both GSN and WE (the National Familiar Group).  

Including an additional 400 respondents from across the rest of the country (outside the 

NYC DMA) was useful to make the overall sample more robust and to confirm that the 

responses among the NYC DMA respondents accurately reflect overall national 

perceptions regarding GSN and WE.  As discussed more fully below, the results among 

the National Familiar Group and the NYC DMA Familiar Group did not differ 

meaningfully.  

The actual wording of all screening and classification questions used is shown in 

Appendix B.   
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SAMPLING PLAN 

The sampling plan involved using an online panel managed by Research Now, a 

leading supplier of online samples for the market research industry.  Online surveys are 

well-accepted in the field of survey research as a standard, reliable methodology.  

Indeed, online surveys are now the most common method of conducting market 

research among consumers.  Businesses, including television service providers and 

networks, routinely make decisions of importance based on the results of online survey 

research.  Online survey research has been accepted as evidence in numerous U.S. 

District Court proceedings, as well as in proceedings before other adjudicative bodies, 

such as the Trademark Trial and Appeal Board, FTC, and NAD.   

In order to achieve a distribution of respondents that was reasonably representative of 

GSN and WE viewership based on age and gender, I consulted the statistics on 

viewership contained in the pleadings submitted in this matter.  It is my understanding 

based on my review of the pleadings that Game Show Network contends that                  

 
8  Game Show Network also alleges in its pleadings that  

9  The statistics also indicate that  

 
11  Given that the core universe for evaluating GSN and WE are 

those who have familiarity with both channels, I used this demographic data and other 

data from the pleadings to construct age and gender targets that would yield a 

reasonably representative sample of the age and gender groups that tend to watch GSN 

and/or WE.   

The following sample composition was obtained for the NYC DMA Familiar Group: 

                                                 
8 Declaration of Timothy Brooks, p.9. 
9 Program Carriage Complaint, ¶ 41. 
10 Answer to Program Carriage Complaint, p.4. 
11 Declaration of Michael Egan, ¶ 101. 
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Age Range Males Females 

 N % N % 

18-34     

35-44     

45-54     

55+     

 
The following sample composition was obtained for the National Familiar Group: 

Age Range Males Females 

 N % N % 

18-34     

35-44     

45-54     

55+     

 

As discussed in more detail below, the results did not vary meaningfully based on the 

age or gender of respondents.  Accordingly, the precise breakdown of respondents by 

age and gender had no meaningful impact on the results.  The results can be re-

weighted based on any age/gender distribution and they would not change 

significantly. 

DOUBLE-BLIND INTERVIEWING 

The study was administered under “double-blind” conditions.  That is, not only were 

the respondents kept uninformed as to the purpose and sponsorship of the study, but 

the services (Decipher, Inc. and Research Now) involved in providing the sample and 

administering the interviews were similarly “blind” with respect to the study’s purpose 

and sponsorship.   
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INTERVIEWING PROCEDURES 

Decipher Inc. programmed and hosted the online surveys.  My staff and I thoroughly 

tested the programmed survey prior to any potential respondents receiving the 

invitation to participate in the survey.   

DATA PROCESSING 

Data from the online survey was collected and made available to ORC International 

through the Decipher web portal.  A data set showing each respondent’s answers to all 

questions will be provided in electronic form.   

INTERVIEWING PERIOD 

Interviews were conducted from September 5, 2012 through September 21, 2012.  

VALIDATION/QUALITY CONTROL 

Respondents were asked several validation/quality control questions.  Respondents 

were required to enter their date of birth to enter the survey and the date needed to 

match the birth date of the panelist.  Respondents were also asked their age, which 

needed to match the birth date.  These procedures reasonably ensure the identity of the 

respondent and minimized the chance that any surveys were completed by individuals 

other than invited panelists to a negligible level.   

In a later question, respondents were instructed to select the answer choice “South” 

from a list of North, South, East and West in order to continue.  This question screened 

out respondents who were paying insufficient attention or clicking responses 

indiscriminately.   

Data was also reviewed for respondents identified as “straight liners” – straight liners 

are respondent who are identified as clicking in a row straight down a grid-style 

question and potentially not providing thoughtful answers. Responses to grid questions 

can legitimately appear in a straight line; therefore, straight lining one grid question is 

not by itself a legitimate reason to flag a respondent as not paying attention. This survey 



REDACTED – FOR PUBLIC INSPECTION 
 

18 

contained three questions presented in a grid style and 1 respondent was identified as 

straight lining all three grids.12 

The time it took respondents to complete the survey was also reviewed for quality 

control purposes.13 

 

                                                 
12 This respondent was not removed from the survey due to straight lining. Removal of this 
respondent would have no impact on results.  
13 No respondents were removed from the survey due to their time of completion.  Removal of 
respondents who took the survey in the shortest and longest periods of time would have no 
impact on the results. 
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DETAILED FINDINGS 

I. NYC DMA Familiar Group 

 A. Average channel pair ratings 

One way to consider the survey results is to examine the average rating for each pair of 

channels (including GSN and WE) on the similarity scale. 

Among the 272 respondents in the NYC DMA that are familiar with the type of 

programming on both GSN and WE, the average rating for similarity between GSN and 

WE on a scale ranging from 0 (extremely dissimilar) to 10 (extremely similar) was 1.32. 

The following table shows the average similarity ratings of all 12 pairs of channels in 

descending order of similarity: 

NYC DMA Familiar Group 
Channel Pair14 Average 
ABC/CBS (n=268) 8.91 
HBO/Cinemax (n=269) 8.70 
MTV/VH1 (n=256) 8.25 
Oxygen/WE (n=247) 7.62 
Lifetime/Oxygen (n=256) 7.50 
Discovery Channel/The Science Channel 
(n=250) 7.48 
Lifetime/HBO (n=263) 3.49 
Cinemax/ABC (n=264) 2.02 
CBS/The Science Channel (n=259) 1.68 
GSN/MTV (n=241) 1.38 
GSN/WE (n=231) 1.32 
Discovery Channel/VH1 (n=259) 1.06 
 

As the above table shows, the rating for GSN and WE is very low, and dramatically 

lower than the rating for pairings of channels that are similar in terms of type of 

                                                 
14 Base sizes between pairings vary because respondents who answered “no opinion” not 
included in calculations of averages.  
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programming.  The rating for GSN and WE is consistent with ratings for pairings of 

channels that are not similar in programming type. 

The results from the other pairs of channels confirm that the survey produced reliable 

results.  Channels that are similar in their types of programming received average 

ratings ranging from  7.48 to 8.91, affirming that the survey did properly function to 

assess similar channels as such.  Respondents were clearly able to successfully 

distinguish between channels that they considered to be similar in programming 

content and channels they considered to be dissimilar.  GSN and WE were clearly 

perceived to be dissimilar channels, as the 1.32 rating is close to the “extremely 

dissimilar” end of the spectrum, and the second lowest rating of all channel pairs. 

It is of particular interest that WE and Oxygen were rated as similar channels by 

respondents.  WE and Oxygen received an average rating of 7.62.  Similarly, Oxygen 

and Lifetime received an average rating of 7.50.  Both of these ratings are dramatically 

higher than the 1.32 result for GSN and WE.  The results for the WE/Oxygen and 

Lifetime/Oxygen pairs make clear that the survey reliably assessed channels with  the 

same types of programming as similar.  Based on the high similarity results these pairs 

received, the low GSN/WE result cannot be dismissed as the product of any flaw in the 

survey process, questions or sample. 

 B. Top 3 / Bottom 3 Percentages 

Another way to consider the data is to examine the percentage of respondents that 

picked one of the top 3 points on the similarity scale (8, 9 or 10) or one of the bottom 3 

points on the similarity scale (0, 1, or 2) for a channel pair.  This method results in the 

same conclusion as viewing the average rating. 

Among the 272 respondents in the NYC DMA that are familiar with the type of 

programming on both GSN and WE, 81% of respondents picked one of the bottom 3 
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points (at the extremely dissimilar end) on the scale in evaluating GSN and WE.  Only 

1% picked one of the top 3 points (at the extremely similar end).  

The following table shows the percentage of respondents who picked one of the bottom 

or top 3 points on the scale for all 12 pairs of channels: 

NYC DMA Familiar Group 

 Channel Pair15 
Top 3 Box 
(Similar) 

Bottom 3 
Box 

(Dissimilar) 
ABC/CBS (n=268) 85% 1% 
HBO/Cinemax (n=269) 82% 0% 
MTV/VH1 (n=256) 73% 3% 
Oxygen/WE (n=247) 64% 4% 
Lifetime/Oxygen (n=256) 57% 3% 
Discovery Channel/The Science Channel 
(n=250) 54% 1% 
Lifetime/HBO (n=263) 5% 36% 
Cinemax/ABC (n=264) 2% 64% 
CBS/The Science Channel (n=259) 2% 74% 
GSN/MTV (n=241) 1% 78% 
GSN/WE (n=231) 1% 81% 
Discovery Channel/VH1 (n=259) 1% 86% 
 

As with the average ratings, these percentages make clear that GSN and WE are 

perceived as dissimilar channels.  In particular, the following table shows the results for 

the 3 pairings of GSN/WE, WE/Oxygen and Lifetime/Oxygen: 

                                                 
15 Base sizes between pairings vary because respondents who answered “no opinion” were not 
included in calculations of percentages.  
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NYC DMA Familiar Group 

 Channel Pair16 
Top 3 Box 
(Similar) 

Bottom 3 
Box 

(Dissimilar) 
Oxygen/WE (n=247) 64% 4% 
Lifetime/Oxygen (n=256) 57% 3% 
GSN/WE (n=231) 1% 81% 
 

The results for WE/Oxygen and Lifetime/Oxygen contrast sharply with the results for 

GSN/WE.  Based on the high similarity results the others pairs received, the low 

GSN/WE result cannot be dismissed as the product of any problem with the survey 

and must reflect genuine viewer perception that the channels are not similar and that 

GSN does not provide the same types of programming as WE, Oxygen and Lifetime. 

 C. Statistical Significance 

The key results discussed above are statistically significant at above the 99% confidence 

level at the sample size of 272.  The results for GSN and WE are so close to the 

“extremely dissimilar” end of the scale that a potential margin of error could not call 

into question the significance of the result.  A larger sample size would not have 

increased the reliability of the survey. 

II. National Familiar Group 

 A. Average channel pair ratings 

Among the 400 respondents outside of the NYC DMA that are familiar with the type of 

programming on both GSN and WE, the average rating of similarity between GSN and 

WE on a scale ranging from 0 (extremely dissimilar) to 10 (extremely similar) was 1.38, 

an equivalent result to the NYC DMA result. 

                                                 
16 Base sizes between pairings vary because respondents who answered “no opinion” were not 
included in calculations of percentages.  
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The following table shows the average similarity ratings of all 12 pairs of channels in 

descending order of similarity among the National Familiar Group: 

National Familiar Group 
Channel Pair17 Average 
ABC/CBS (n=393) 8.63 
HBO/Cinemax (n=386) 8.59 
MTV/VH1 (n=368) 8.21 
Oxygen/WE (n=371) 7.56 
Lifetime/Oxygen (n=387) 7.47 
Discovery Channel/The Science Channel 
(n=366) 7.28 
Lifetime/HBO (n=382) 3.65 
Cinemax/ABC (n=383) 2.10 
CBS/The Science Channel (n=372) 1.67 
GSN/MTV (n=376) 1.47 
GSN/WE (n=375) 1.38 
Discovery Channel/VH1 (n=370) 1.00 
 

As the above table shows, the rating for GSN and WE among the National Familiar 

Group is also dramatically lower than the rating for pairings of channels that are similar 

in terms of type of programming.  The rating for GSN and WE here is consistent with 

ratings for pairings of channels that are not similar. 

The results from the other pairs of channels again confirm that the survey produced 

reliable results.  Respondents were clearly able to successfully distinguish between 

channels that they considered to be similar in programming content and channels they 

considered to be dissimilar.  GSN and WE were clearly perceived to be dissimilar 

channels among the National Familiar Group. 

Of particular interest, WE and Oxygen received an average rating of 7.56.  Similarly, 

Oxygen and Lifetime received an average rating of 7.47.  As with the NYC DMA 

sample, both of these ratings are dramatically higher than the 1.38 result for GSN and 

WE.  The results among the National Familiar Group for WE/Oxygen and 

                                                 
17 Base sizes between pairings vary because respondents who answered “no opinion” were not 
included in calculations of averages.  
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Lifetime/Oxygen make clear again that the survey reliably assessed channels with 

similar programming  as similar.  Based on the high similarity results these pairs 

received, the low GSN/WE result cannot be dismissed as the product of any flaw in the 

survey process, questions or sample.  

 B. Top 3 / Bottom 3 Percentages 

As mentioned earlier, another way to consider the data is to examine the percentage of 

respondents that picked one of the top 3 points on the similarity scale (8, 9 or 10) or one 

of the bottom 3 points on the similarity scale (0, 1, or 2) for a channel pair.  Among the 

National Familiar Group, as with the NYC DMA Familiar Group, this method results in 

the same conclusion as viewing the average rating. 

Among the 400 respondents in the National Familiar Group that are familiar with the 

type of programming on both GSN and WE, 79% of respondents picked one of the 

bottom 3 points (at the extremely dissimilar end) on the scale in evaluating GSN and 

WE.  Only 2% picked one of the top 3 points (at the extremely similar end).  
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The following table shows the percentage of respondents who picked one of the bottom 

or top 3 points on the scale for all 12 pairs of channels: 

National Familiar Group 

 Channel Pair18 
Top 3 Box 
(Similar) 

Bottom 3 
Box 

(Dissimilar) 
HBO/Cinemax (n=386) 83% 2% 
ABC/CBS (n=393) 79% 1% 
MTV/VH1 (n=368) 73% 2% 
Oxygen/WE (n=371) 58% 2% 
Lifetime/Oxygen (n=387) 55% 3% 
Discovery Channel/The Science Channel 
(n=366) 48% 2% 
Lifetime/HBO (n=382) 6% 35% 
GSN/WE (n=375) 2% 79% 
Cinemax/ABC (n=383) 1% 65% 
CBS/The Science Channel (n=372) 1% 75% 
GSN/MTV (n=376) 1% 79% 
Discovery Channel/VH1 (n=370) 1% 88% 
 

As with the average ratings, these percentages make clear that GSN and WE are 

perceived as dissimilar channels.  In particular, the following table shows the results for 

the 3 pairings of GSN/WE, WE/Oxygen and Lifetime/Oxygen: 

National Familiar Group 

 Channel Pair19 
Top 3 Box 
(Similar) 

Bottom 3 
Box 

(Dissimilar) 
Oxygen/WE (n=371) 58% 2% 
Lifetime/Oxygen (n=387) 55% 3% 
GSN/WE (n=375) 2% 79% 
 

The results for WE/Oxygen and Lifetime/Oxygen contrast sharply with the results for 

GSN/WE and confirm again that viewers do not perceive GSN to provide the same 

programming types as WE, Oxygen and Lifetime. 
                                                 
18 Base sizes between pairings vary because respondents who answered “no opinion” were not 
included in calculations of percentages.  
19 Base sizes between pairings vary because respondents who answered “no opinion” were not 
included in calculations of percentages.  
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 C. Statistical Significance 

The key results discussed above are statistically significant at above the 99% confidence 

level at the sample size of 400.  The results for GSN and WE are so close to the 

“extremely dissimilar” end of the scale that a potential margin of error could not call 

into question the significance of the result.  A larger sample size would not have 

increased the reliability of the survey. 

III. NYC DMA & National Familiar Groups Combined 

 A. Average channel pair ratings 

Among all 672 respondents (National and NYC DMA) that are familiar with the type of 

programming on both GSN and WE, the average rating of similarity between GSN and 

WE on a scale ranging from 0 (extremely dissimilar) to 10 (extremely similar) was 1.35. 

The following table shows the average similarity ratings of all 12 pairs of channels in 

descending order of similarity among the National and NYC DMA Familiar Groups 

combined: 

NYC DMA & National Familiar Groups Combined 
Channel Pair20 Average 
ABC/CBS (n=661) 8.74 
HBO/Cinemax (n=655) 8.64 
MTV/VH1 (n=624) 8.23 
Oxygen/WE (n=618) 7.59 
Lifetime/Oxygen (n=643) 7.48 
Discovery Channel/The Science Channel 
(n=616) 7.36 

Lifetime/HBO (n=645) 3.59 
Cinemax/ABC (n=647) 2.07 
CBS/The Science Channel (n=631) 1.67 
GSN/MTV (n=617) 1.44 
GSN/WE (n=606) 1.35 
                                                 
20 Base sizes between pairings vary because respondents who answered “no opinion” were not 
included in calculations of averages.  
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NYC DMA & National Familiar Groups Combined 
Channel Pair20 Average 
Discovery Channel/VH1 (n=629) 1.02 
 

 B. Top 3 / Bottom 3 Percentages 

Among the 672 respondents (National and NYC DMA combined) that are familiar with 

the type of programming on both GSN and WE, 80% of respondents picked one of the 

bottom 3 points (at the extremely dissimilar end) on the scale in evaluating GSN and 

WE.  Only 2% picked one of the top 3 points (at the extremely similar end).  

The following table shows the percentage of respondents who picked one of the bottom 

or top 3 points on the scale for all 12 pairs of channels: 

NYC DMA & National Familiar Groups Combined 

 Channel Pair21 
Top 3 Box 
(Similar) 

Bottom 3 
Box 

(Dissimilar) 
HBO/Cinemax (n=655) 82% 1% 
ABC/CBS (n=661) 82% 1% 
MTV/VH1 (n=624) 73% 3% 
Oxygen/WE (n=618) 60% 3% 
Lifetime/Oxygen (n=643) 56% 3% 
Discovery Channel/The Science Channel 
(n=616) 50% 2% 
Lifetime/HBO (n=645) 6% 36% 
Cinemax/ABC (n=647) 2% 64% 
GSN/WE (n=606) 2% 80% 
CBS/The Science Channel (n=631) 1% 75% 
GSN/MTV (n=617) 1% 79% 
Discovery Channel/VH1 (n=629) 1% 87% 
 

The following table shows the results for the 3 pairings of GSN/WE, WE/Oxygen and 

Lifetime/Oxygen: 

                                                 
21 Base sizes between pairings vary because respondents who answered “no opinion” were not 
included in calculations of percentages.  
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NYC DMA & National Familiar Groups Combined 

 Channel Pair22 
Top 3 Box 
(Similar) 

Bottom 3 
Box 

(Dissimilar) 
Oxygen/WE (n=618) 60% 3% 
Lifetime/Oxygen (n=643) 56% 3% 
GSN/WE (n=606) 2% 80% 
 

 C. Statistical Significance 

The key results discussed above are statistically significant at above the 99% confidence 

level at the sample size of 672.  The results for GSN and WE are so close to the 

“extremely dissimilar” end of the scale that a potential margin of error could not call 

into question the significance of the result.  A larger sample size would not have 

increased the reliability of the survey. 

IV. NYC DMA Not Familiar Group 

 A. Average channel pair ratings 

There were also 198 respondents in the NYC DMA who took the survey but who are 

either not at all familiar or only slightly familiar with GSN and/or WE. Among these 

respondents the average rating for similarity between GSN and WE on a scale ranging 

from 0 (extremely dissimilar) to 10 (extremely similar) was 1.53. 

The following table shows the average similarity ratings of all 12 pairs of channels in 

descending order of similarity for the NYC DMA Not Familiar Group: 

                                                 
22 Base sizes between pairings vary because respondents who answered “no opinion” were not 
included in calculations of percentages.  
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NYC DMA Not Familiar Group 
Channel Pair23 Average 
ABC/CBS (n=196) 8.49 
HBO/Cinemax (n=182) 8.31 
MTV/VH1 (n=160) 7.83 
Discovery Channel/The Science Channel 
(n=170) 7.16 

Lifetime/Oxygen (n=153) 6.93 
Oxygen/WE (n=127) 6.65 
Lifetime/HBO (n=180) 3.34 
Cinemax/ABC (n=184) 1.96 
GSN/WE (n=85) 1.53 
CBS/The Science Channel (n=177) 1.38 
GSN/MTV (n=107) 1.22 
Discovery Channel/VH1 (n=161) 0.84 
 

WE and Oxygen received an average rating of 6.65.  Similarly, Oxygen and Lifetime 

received an average rating of 6.93.  Both of these ratings are dramatically higher than 

the 1.53 result for GSN and WE.   

 

 B. Top 3 / Bottom 3 Percentages 

Among the 198 respondents in the NYC DMA that are not at all familiar or only slightly 

familiar with the type of programming on at least one of GSN and WE, 74% of 

respondents picked one of the bottom 3 points (at the extremely dissimilar end) on the 

scale in evaluating GSN and WE.  Only 2% picked one of the top 3 points (at the 

extremely similar end).  

The following table shows the percentage of respondents who picked one of the bottom 

or top 3 points on the scale for all 12 pairs of channels for the NYC DMA Not Familiar 

Group: 

                                                 
23 Base sizes between pairings vary because respondents who answered “no opinion” were not 
included in calculations of averages.  
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NYC DMA Not Familiar Group 

 Channel Pair24 
Top 3 Box 
(Similar) 

Bottom 3 
Box 

(Dissimilar) 
ABC/CBS (n=196) 79% 1% 
HBO/Cinemax (n=182) 77% 2% 
MTV/VH1 (n=160) 64% 3% 
Discovery Channel/The Science Channel 
(n=170) 49% 4% 
Oxygen/WE (n=127) 49% 10% 
Lifetime/Oxygen (n=153) 47% 7% 
Lifetime/HBO (n=180) 5% 41% 
GSN/WE (n=85) 2% 74% 
Cinemax/ABC (n=184) 1% 66% 
CBS/The Science Channel (n=177) 1% 79% 
GSN/MTV (n=107) 1% 84% 
Discovery Channel/VH1 (n=161) 1% 90% 
 

The following table shows the results for the 3 pairings of GSN/WE, WE/Oxygen and 

Lifetime/Oxygen: 

 

NYC DMA Not Familiar Group 

 Channel Pair25 
Top 3 Box 
(Similar) 

Bottom 3 
Box 

(Dissimilar) 
Oxygen/WE (n=127) 49% 10% 
Lifetime/Oxygen (n=153) 47% 7% 
GSN/WE (n=85) 2% 74% 
 

 C. Significance 

Results among this group of respondents who are not at all familiar or only slightly 

familiar with the type of programming shown on GSN and/or WE do not differ 

                                                 
24 Base sizes between pairings vary because respondents who answered “no opinion” were not 
included in calculations of percentages.  
25 Base sizes between pairings vary because respondents who answered “no opinion” were not 
included in calculations of percentages.  
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meaningfully from the NYC DMA Familiar group or the National Familiar Group. 

Including or excluding these respondents in the main analysis would not impact the 

overall results of the survey.  

V. Results by Respondent Characteristics for NYC DMA & National Familiar 
Groups Combined  

This section shows results among all respondents (National and NYC DMA combined) 

who were familiar with both GSN and WE.26  

 A. Results by Gender 

The following table shows the average similarity ratings of all 12 pairs of channels in 

descending order of similarity for the Familiar Groups combined (NYC DMA and 

National) by gender: 

 

 

By Gender 
 Average 
Channel Pair Male Female 
ABC/CBS  8.69 8.77 
HBO/Cinemax  8.67 8.62 
MTV/VH1  8.22 8.23 
Oxygen/WE  7.61 7.58 
Discovery Channel/The Science Channel  7.54 7.28 
Lifetime/Oxygen  7.43 7.50 
Lifetime/HBO  3.07 3.80 
Cinemax/ABC  1.98 2.10 
CBS/The Science Channel  1.69 1.66 
GSN/MTV  1.63 1.36 
GSN/WE  1.34 1.36 
Discovery Channel/VH1  0.91 1.07 
 
                                                 
26 Bases for each subgroup within each channel pair vary throughout this section.  
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The following table shows the percentage of respondents who picked one of the bottom 

or top 3 points on the scale for all 12 pairs of channels for the Familiar Groups by 

gender: 

By Gender 

  
Top 3 Box 
(Similar) 

Bottom 3 Box 
(Dissimilar) 

Channel Pair Male Female Male Female 
HBO/Cinemax  84% 82% 1% 1% 
ABC/CBS  81% 82% 1% 1% 
MTV/VH1  72% 73% 1% 3% 
Oxygen/WE  63% 59% 2% 3% 
Discovery Channel/The Science 
Channel  57% 48% 2% 1% 

Lifetime/Oxygen  54% 57% 3% 3% 
Lifetime/HBO  3% 7% 42% 33% 
CBS/The Science Channel  2% 1% 73% 75% 
Cinemax/ABC  2% 2% 65% 64% 
Discovery Channel/VH1  1% 1% 90% 86% 
GSN/MTV  1% 1% 73% 81% 
GSN/WE  1% 2% 79% 80% 
 

As the above figures show, the ratings of GSN/WE did not vary meaningfully by 

gender.  Accordingly, the precise distribution of interviews by gender did not impact 

the results. 

 B. Results by Age 

The following table shows the average similarity ratings of all 12 pairs of channels in 

descending order of similarity for the Familiar Groups combined (NYC DMA and 

National) by age: 

By Age 
  Average 
Channel Pair 18-24 25-34 35-44 45-54 55+ 
MTV/VH1  8.60 8.55 8.30 8.10 7.90 
HBO/Cinemax  8.38 8.46 8.70 8.76 8.70 
Lifetime/Oxygen  8.17 7.79 7.79 7.68 6.73 



REDACTED – FOR PUBLIC INSPECTION 
 

33 

Oxygen/WE  8.14 7.86 8.08 7.73 6.76 
ABC/CBS  7.90 8.44 8.66 8.90 9.11 
Discovery Channel/The Science 
Channel  7.69 7.62 7.28 7.43 7.09 

Lifetime/HBO  4.24 3.14 3.83 3.44 3.65 
Cinemax/ABC  2.92 2.08 2.28 1.63 1.99 
CBS/The Science Channel  2.82 1.84 1.69 1.34 1.47 
GSN/MTV  2.10 1.78 1.58 1.24 1.04 
GSN/WE  1.84 1.45 1.28 1.01 1.45 
Discovery Channel/VH1  1.43 1.27 1.08 0.65 0.94 
 

The following table shows the percentage of respondents who picked one of the bottom 

or top 3 points on the scale for all 12 pairs of channels for the Familiar Groups by age: 

By Age 

Channel Pair 

Top 3 Box Bottom 3 Box 
(Similar) (Dissimilar) 

18-24 25-34 35-44 45-54 55+ 18-24 25-34 35-44 45-54 55+ 
HBO/Cinemax  83% 80% 85% 84% 81% 0% 1% 1% 1% 1% 
MTV/VH1  83% 80% 73% 69% 67% 0% 1% 1% 2% 6% 
Lifetime/Oxygen  73% 63% 63% 56% 42% 0% 3% 2% 2% 5% 
Oxygen/WE  71% 64% 73% 61% 45% 0% 0% 2% 3% 6% 
ABC/CBS  65% 73% 81% 86% 89% 4% 1% 0% 1% 0% 
Discovery 
Channel/The 
Science 
Channel  57% 55% 53% 45% 48% 0% 2% 2% 0% 3% 
Lifetime/HBO  14% 3% 7% 4% 6% 26% 42% 32% 34% 37% 
Cinemax/ABC  4% 1% 1% 1% 2% 52% 63% 60% 73% 66% 
GSN/WE  4% 1% 2% 2% 2% 71% 76% 83% 87% 77% 
CBS/The 
Science 
Channel  2% 1% 2% 1% 2% 48% 72% 73% 83% 79% 
Discovery 
Channel/VH1  2% 1% 1% 1% 1% 82% 84% 87% 92% 87% 
GSN/MTV  2% 1% 1% 1% 1% 65% 71% 78% 81% 87% 
 

As the above figures show, the ratings of GSN/WE did not vary meaningfully by age.  

Accordingly, the precise distribution of interviews by age did not impact the results. 

 C. Results by Cablevision versus Non-Cablevision Subscribers 
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The following table shows the average similarity ratings of all 12 pairs of channels in 

descending order of similarity for the Familiar Groups by Cablevision versus Non-

Cablevision subscribers: 

Cablevision Subscriber (Yes) Versus Non-Cablevision 
Subscriber (No) 
 Average 
Channel Pair Yes No 
ABC/CBS  9.00 8.68 
HBO/Cinemax  8.63 8.64 
MTV/VH1  8.30 8.21 
Discovery Channel/The Science Channel  7.55 7.31 
Lifetime/Oxygen  7.52 7.47 
Oxygen/WE  7.47 7.62 
Lifetime/HBO  3.45 3.62 
Cinemax/ABC  1.95 2.10 
CBS/The Science Channel  1.62 1.69 
GSN/MTV  1.38 1.45 
GSN/WE  1.35 1.35 
Discovery Channel/VH1  1.07 1.01 
 

The following table shows the percentage of respondents who picked one of the bottom 

or top 3 points on the scale for all 12 pairs of channels for the Familiar Groups by 

Cablevision versus Non-Cablevision subscribers: 

Cablevision Subscriber (Yes) Versus Non-Cablevision Subscriber (No) 

 Channel Pair 

Top 3 Box 
(Similar) 

Bottom 3 Box 
(Dissimilar) 

Yes No Yes No 
ABC/CBS  86% 80% 1% 1% 
HBO/Cinemax  79% 83% 0% 1% 
MTV/VH1  75% 72% 3% 2% 
Oxygen/WE  60% 60% 5% 2% 
Discovery Channel/The Science 
Channel  58% 49% 2% 2% 

Lifetime/Oxygen  58% 56% 3% 3% 
CBS/The Science Channel  2% 1% 77% 74% 
Cinemax/ABC  2% 1% 65% 64% 
GSN/MTV  2% 1% 79% 79% 
GSN/WE  2% 2% 80% 80% 
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Lifetime/HBO  2% 7% 39% 35% 
Discovery Channel/VH1  1% 1% 86% 87% 
 

As the above figures show, the ratings of GSN/WE did not vary meaningfully between 

Cablevision and Non-Cablevision customers.  Accordingly, the precise distribution of 

interviews by tv service provider did not impact the results. 

 D. Results by those who currently get GSN versus those who do not 

The following table shows the average similarity ratings of all 12 pairs of channels in 

descending order of similarity for the Familiar Groups combined (NYC DMA and 

National) by those who currently get GSN versus those who do not (or do not know): 

By Those Who Get GSN (Yes)  and Those Who Do Not 
(No) 
 Average 
Channel Pair Yes No 
ABC/CBS  8.76 8.68 
HBO/Cinemax  8.68 8.42 
MTV/VH1  8.27 8.04 
Oxygen/WE  7.61 7.48 
Lifetime/Oxygen  7.53 7.25 
Discovery Channel/The Science Channel  7.41 7.14 
Lifetime/HBO  3.60 3.54 
Cinemax/ABC  2.09 1.99 
CBS/The Science Channel  1.64 1.80 
GSN/MTV  1.37 1.75 
GSN/WE  1.33 1.45 
Discovery Channel/VH1  0.95 1.34 
 

The following table shows the percentage of respondents who picked one of the bottom 

or top 3 points on the scale for all 12 pairs of channels for the Familiar Groups by those 

who get GSN versus those who do not (or do not know): 

By Those Who Get GSN (Yes) and Those Who Do Not (No) 

  
Top 3 Box 
(Similar) 

Bottom 3 Box 
(Dissimilar) 

Channel Pair Yes No Yes No 
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HBO/Cinemax  84% 76% 1% 0% 
ABC/CBS  82% 78% 1% 1% 
MTV/VH1  73% 70% 2% 3% 
Oxygen/WE  60% 62% 3% 2% 
Lifetime/Oxygen  57% 53% 3% 4% 
Discovery Channel/The Science 
Channel  51% 47% 1% 3% 

Lifetime/HBO  6% 6% 35% 39% 
GSN/WE  2% 3% 80% 77% 
CBS/The Science Channel  1% 2% 76% 70% 
Cinemax/ABC  1% 3% 64% 67% 
Discovery Channel/VH1  1% 1% 89% 80% 
GSN/MTV  1% 0% 81% 68% 
 

As the above figures show, the ratings of GSN/WE did not vary meaningfully based on 

whether or not the respondent currently gets GSN.  Accordingly, the precise 

distribution of interviews by this factor did not impact the results. 

 E. Results by Hours GSN is Watched per Week 

The following table shows the average similarity ratings of all 12 pairs of channels in 

descending order of similarity for the Familiar Groups combined (NYC DMA and 

National) by the number of hours GSN is watched per week: 

By Number of Hours Watching GSN per Week 
 Average 
Channel Pair 0 1 2 + 
ABC/CBS  8.79 8.56 8.86 
HBO/Cinemax  8.65 8.79 8.65 
MTV/VH1  8.22 8.42 8.24 
Oxygen/WE  7.53 7.84 7.56 
Discovery Channel/The Science Channel  7.44 7.37 7.40 
Lifetime/Oxygen  7.42 7.66 7.60 
Lifetime/HBO  3.43 3.61 3.81 
Cinemax/ABC  1.92 2.18 2.24 
CBS/The Science Channel  1.67 1.77 1.53 
GSN/MTV  1.28 1.43 1.44 
GSN/WE  1.20 1.43 1.43 
Discovery Channel/VH1  0.94 0.99 0.95 
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The following table shows the percentage of respondents who picked one of the bottom 

or top 3 points on the scale for all 12 pairs of channels for the Familiar Groups by the 

number of hours GSN is watched per week: 

By Number of Hours Watching GSN per Week 

Channel Pair 

Top 3 Box Bottom 3 Box 
(Similar) (Dissimilar) 

0 1 2 + 0 1 2 + 
ABC/CBS  83% 77% 86% 1% 1% 1% 
HBO/Cinemax  82% 85% 85% 1% 1% 1% 
MTV/VH1  73% 78% 71% 3% 3% 1% 
Oxygen/WE  59% 60% 60% 4% 1% 3% 
Lifetime/Oxygen  53% 59% 60% 3% 0% 3% 
Discovery Channel/The Science 
Channel  51% 52% 51% 2% 2% 1% 

Lifetime/HBO  3% 8% 8% 39% 32% 31% 
CBS/The Science Channel  2% 0% 2% 77% 68% 78% 
Cinemax/ABC  1% 0% 2% 66% 61% 63% 
Discovery Channel/VH1  1% 1% 1% 88% 88% 89% 
GSN/MTV  1% 1% 1% 83% 80% 80% 
GSN/WE  1% 1% 2% 83% 77% 79% 

 

As the above figures show, the ratings of GSN/WE did not vary meaningfully based on 

how many hours respondent watches GSN in a typical week.  Accordingly, the precise 

distribution of interviews by this factor did not impact the results. 

 F. Results by Level of Familiarity with GSN 

The following table shows the average similarity ratings of all 12 pairs of channels in 

descending order of similarity for the Familiar Groups combined (NYC DMA and 

National) by level of familiarity with GSN: 

By Level of Familiarity with GSN 
 Average 
Channel Pair Extremely Very Somewhat 
ABC/CBS  9.19 8.56 8.49 
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By Level of Familiarity with GSN 
 Average 
Channel Pair Extremely Very Somewhat 
HBO/Cinemax  8.84 8.58 8.49 
MTV/VH1  8.56 8.13 8.00 
Oxygen/WE  7.87 7.36 7.54 
Discovery Channel/The Science 
Channel  7.55 7.27 7.25 

Lifetime/Oxygen  7.50 7.41 7.53 
Lifetime/HBO  3.87 3.44 3.45 
Cinemax/ABC  1.91 2.14 2.15 
CBS/The Science Channel  1.44 1.77 1.81 
GSN/WE  1.14 1.35 1.59 
GSN/MTV  1.03 1.65 1.64 
Discovery Channel/VH1  0.72 1.15 1.20 
 

The following table shows the percentage of respondents who picked one of the bottom 

or top 3 points on the scale for all 12 pairs of channels for the Familiar Groups by level 

of familiarity with GSN: 

By Level of Familiarity with GSN 

Channel Pair 

Top 3 Box Bottom 3 Box 
(Similar) (Dissimilar) 

Extremely Very Somewhat Extremely Very Somewhat 
ABC/CBS  90% 78% 77% 0% 1% 1% 
HBO/Cinemax  84% 82% 81% 0% 0% 2% 
MTV/VH1  77% 72% 69% 1% 3% 3% 
Oxygen/WE  67% 54% 60% 2% 2% 4% 
Lifetime/Oxygen  59% 54% 55% 4% 2% 3% 
Discovery 
Channel/The Science 
Channel  

57% 47% 48% 2% 2% 1% 

Lifetime/HBO  9% 4% 5% 32% 38% 37% 
GSN/WE  3% 0% 2% 83% 81% 75% 
CBS/The Science 
Channel  2% 1% 1% 79% 73% 71% 

Cinemax/ABC  2% 1% 1% 71% 61% 61% 
Discovery 
Channel/VH1  1% 1% 1% 92% 85% 84% 

GSN/MTV  0% 1% 1% 84% 75% 77% 
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As the above figures show, the ratings of GSN/WE did not vary meaningfully based on 

level of familiarity.  Accordingly, the precise distribution of interviews based on this 

factor did not impact the results. 

 G. Results by Hours WE is Watched per Week 

The following table shows the average similarity ratings of all 12 pairs of channels in 

descending order of similarity for the Familiar Groups combined (NYC DMA and 

National) by the number of hours WE is watched per week: 

By Number of Hours Watching WE per Week 
 Average 
Channel Pair 0 1 2 + 
ABC/CBS  8.86 8.73 8.69 
HBO/Cinemax  8.70 8.65 8.59 
MTV/VH1  8.22 8.35 8.19 
Oxygen/WE  7.84 7.45 7.40 
Lifetime/Oxygen  7.71 7.42 7.20 
Discovery Channel/The Science Channel  7.57 7.54 7.09 
Lifetime/HBO  3.41 3.53 3.82 
Cinemax/ABC  2.08 2.08 2.07 
CBS/The Science Channel  1.58 1.79 1.70 
GSN/MTV  1.27 1.39 1.63 
GSN/WE  1.11 1.57 1.57 
Discovery Channel/VH1  0.88 1.09 1.14 
 

The following table shows the percentage of respondents who picked one of the bottom 

or top 3 points on the scale for all 12 pairs of channels for the Familiar Groups by the 

number of hours WE is watched per week: 
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By Number of Hours Watching WE per Week 

 
Top 3 Box Bottom 3 Box 
(Similar) (Dissimilar) 

Channel Pair 0 1 2 + 0 1 2 + 
ABC/CBS  84% 84% 80% 0% 2% 1% 
HBO/Cinemax  82% 82% 82% 0% 1% 2% 
MTV/VH1  75% 79% 70% 3% 3% 2% 
Oxygen/WE  63% 61% 57% 1% 3% 4% 
Lifetime/Oxygen  60% 56% 52% 1% 3% 5% 
Discovery Channel/The Science 
Channel  56% 54% 45% 1% 1% 3% 

Lifetime/HBO  3% 5% 9% 35% 36% 36% 
CBS/The Science Channel  1% 1% 3% 78% 70% 77% 
Cinemax/ABC  1% 2% 2% 64% 64% 65% 
GSN/MTV  1% 0% 1% 81% 80% 76% 
GSN/WE  1% 2% 3% 86% 75% 75% 
Discovery Channel/VH1  0% 1% 1% 91% 84% 84% 
 

As the above figures show, the ratings of GSN/WE did not vary meaningfully based on 

how many hours the respondent watches WE in a typical week.  Accordingly, the 

precise distribution of interviews based on this factor did not impact the results. 

 H. Results by Level of Familiarity with WE 

The following table shows the average similarity ratings of all 12 pairs of channels in 

descending order of similarity for the Familiar Groups combined (NYC DMA and 

National) by level of familiarity with WE: 

By Level of Familiarity with WE 
 Average 

Channel Pair 
Extreme

ly Very Somewh
at 

ABC/CBS  9.01 8.58 8.66 
HBO/Cinemax  8.79 8.63 8.51 
MTV/VH1  8.46 8.21 8.05 
Oxygen/WE  7.49 7.68 7.58 
Discovery Channel/The Science Channel  7.48 7.24 7.35 
Lifetime/Oxygen  7.37 7.39 7.65 
Lifetime/HBO  3.98 3.47 3.35 
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Cinemax/ABC  1.90 2.24 2.06 
CBS/The Science Channel  1.63 1.58 1.78 
GSN/MTV  1.61 1.44 1.29 
GSN/WE  1.43 1.41 1.24 
Discovery Channel/VH1  0.99 1.09 0.99 
 
The following table shows the percentage of respondents who picked one of the bottom 

or top 3 points on the scale for all 12 pairs of channels for the Familiar Groups by level 

of familiarity with WE: 

By Level of Familiarity with WE 

Channel Pair 

Top 3 Box Bottom 3 Box 
(Similar) (Dissimilar) 

Extremely Very Somewha
t Extremely Very Somewha

t 
ABC/CBS  86% 78% 81% 0% 1% 1% 
HBO/Cinemax  83% 84% 81% 1% 1% 1% 
MTV/VH1  74% 75% 71% 2% 3% 3% 
Oxygen/WE  58% 65% 58% 5% 2% 2% 
Discovery Channel/The 
Science Channel  53% 49% 50% 2% 3% 0% 

Lifetime/Oxygen  53% 56% 59% 5% 3% 2% 
Lifetime/HBO  8% 5% 4% 33% 38% 36% 
CBS/The Science Channel  3% 1% 1% 76% 76% 73% 
GSN/WE  3% 1% 1% 78% 79% 82% 
Cinemax/ABC  2% 2% 1% 67% 61% 65% 
Discovery Channel/VH1  2% 0% 1% 86% 85% 89% 
GSN/MTV  2% 1% 0% 76% 81% 79% 
 

As the above figures show, the ratings of GSN/WE did not vary meaningfully based on 

level of familiarity with WE.  Accordingly, the precise distribution of interviews based 

on this factor did not impact the results. 
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SAMPLE & PROGRAMMING 
 
Cell 1 - Cablevision subscribers  
   1A - Familiar with BOTH GSN and WE and currently get GSN  
   1B - Familiar with BOTH GSN and WE and do not get GSN  
   1C – Not/less familiar with one and currently get GSN  
   1D – Not/less familiar with one and currently do not get GSN  
 
Cell 2 - Non- Cablevision subscribers in Cablevision Territory  
   2A - Familiar with BOTH GSN and WE and currently get GSN  
   2B - Familiar with BOTH GSN and WE and do not get GSN  
   2C – Not/less familiar with both and currently get GSN  
   2D – Not/less familiar with both and currently do not get GSN  
 
Cell 3 – National Sample (outside of Cablevision territory – i.e.: does not live in a county named in Q67, 
e.g.: NOT q67/1-10, 12-24,26-28) 
   3A - Familiar with BOTH GSN and WE and currently get GSN - 200 
   3B - Familiar with BOTH GSN and WE and do not get GSN - 200 
 
 
SAMPLING: INCLUDE INSTRUCTION ON INVITATION TO TAKE SURVEY ON DESKTOP OR 
LAPTOP. INCLUDE INSTRUCTION TO PLEASE TAKE THE SURVEY WHEN YOU HAVE 10 TO 15 
MINUTES TO COMPLETE IT UNINTERRUPTED AND WITHOUT DISTRACTION. 
 
PROGRAMMER:  DISABLE “BACK” BUTTONS. 
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SCREENER: 
 
BASE: ALL RESPONDENTS 
50. Please enter your date of birth [PROGRAMMER: TERMINATE IF DOES NOT MATCH 

PANELIST’S PRELOAD]  [USE BIRTHDATE TO CODE RESPONDENT FOR AGE QUOTA 
GROUP] 

 
BASE: ANY NON-TERMINATES 
55. Are you… 
 1. Female 

2. Male  
 
BASE: ANY NON-TERMINATES 
60. What type of electronic device are you using to complete this survey? 
 1. Desktop computer  
 2. Laptop/notebook computer 
 3. Tablet computer  terminate 
 4. Mobile phone  terminate 
 5. Other device  terminate 
 
BASE: ANY NON-TERMINATES 
65. In what state do you live? 
 [PROGRAMMER: Drop down menu of states.] 
 
BASE: Q65 = NY, NJ, OR CT 
67. In what county do you live? 
 [PROGRAMMER: Show drop down menu of counties for state picked in 65. Display in 
Alpha order for each State] 
 
 [IF NEW YORK, DISPLAY:] 

1. Bronx 
2. Dutchess 
3. Kings 
4. Nassau 
5. Orange 
6. Putnam 
7. Rockland 
8. Suffolk 
9. Ulster 
10. Westchester 
11. Other New York county 

 
[IF NEW JERSEY, DISPLAY:] 

12. Bergen 
13. Essex 
14. Hudson 
15. Mercer 
16. Middlesex 
17. Monmouth 
18. Morris 
19. Ocean 
20. Passaic 
21. Somerset 
22. Sussex 
23. Union 
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24. Warren 
25. Other New Jersey county 

 
[IF CONNECTICUT, DISPLAY:]  

26. Fairfield 
27. Litchfield 
28. New Haven 
29. Other Connecticut county 

 
BASE: ANY NON-TERMINATES 
70.  Do you or does anyone in your household work for any of the following? 

(Select all that apply) 
 [RANDOMIZE] 

1. For a television network [TERMINATE] 
2. For a company that provides television service (cable, satellite or other) [TERMINATE] 
3. For a company that provides internet service 
4. For a company that provides home telephone service 
5. For a company that provides home alarm/security service 
6. None of these [ANCHOR; EXCLUSIVE] 

  
BASE: ANY NON-TERMINATES 
75.  Do you or does anyone in your household work in either advertising or market research? 

(Select all that apply) 
[RANDOMIZE] 
1. Yes, advertising [TERMINATE] 
2. Yes, market research [TERMINATE] 
3. Neither of these [ANCHOR; EXCLUSIVE] 

 
 
BASE: ANY NON-TERMINATES 
80. Which of the following, if any, does your household currently subscribe to?  
(Select all that apply) 
[RANDOMIZE] 

1. Television service 
2. Internet service 
3. Home telephone service 
4. Home alarm/security service 
5. None of these [ANCHOR; EXCLUSIVE] 

[MUST SELECT OPTION 1 – TELEVISION SERVICE -  TO CONTINUE; OTHERWISE 
TERMINATE] 
 
BASE: ANY NON-TERMINATES 
83. Which television service does your household subscribe to? 
 

1. AT&T U-verse 
2. Comcast 
3. DirecTV 
4. Dish Network 
5. Optimum (Cablevision) 
6. Time Warner Cable 
7. Verizon FiOS 
8. Other 
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BASE: ANY NON-TERMINATES 
85. For each of the following television channels, please tell us whether or not you get that channel 

with your current television service.  If you don’t know, please indicate so. 
[RANDOMIZE Channel list.  Include Yes, No and Don’t Know Options for each] 
[PROGRAMMER: PLEASE FLAG STRAIGHT-LINERS & RECORD TOTAL TIME SPENT ON 
THIS GRID] 

 
1. HBO 
2. ABC 
3. CBS 
4. Cinemax 
5. GSN 
6. WE 
7. Oxygen 
8. The Science Channel 
9. Discovery Channel 
10. MTV 
11. VH1 
12. Lifetime 
13. NBA TV 
14. Palladia  
15. Speed 
16. Military Channel 
17. Animal Planet 
18. Food Network 

 
BASE: ANY NON-TERMINATES 
90. For each of the following television channels, please tell us how familiar you are (if at all) with the 

type of programming shown on that channel (whether or not you currently get the channel). 
[Show channel list in same order as in Q.85.] 
[Use scale of: Extremely familiar, Very Familiar, Somewhat Familiar, Slightly Familiar, and Not at 
all Familiar] 
[Randomize whether scale is shown with “Extremely” at left or right end.] 
[PROGRAMMER: PLEASE FLAG STRAIGHT-LINERS & RECORD TOTAL TIME SPENT ON 
THIS GRID] 

 
[IF RESPONDENT LIVES IN NY/NJ/CT (Q.65) AND SELECTED RELEVANT 
COUNTY IN Q.67 (1-10, 12-24, or 26-28), CONTINUE REGARDLESS OF ANSWERS 
TO Q.90.] 
 
[IF RESPONDENT LIVES IN ANY OTHER STATE (Q.65) OR LIVES IN NY/NJ/CT BUT SELECTED 
OTHER COUNTY IN Q.67 (11, 25, 29), THEN RESPONDENT MUST ANSWER SOMEWHAT 
FAMILIAR, VERY FAMILIAR OR EXTREMELY FAMILIAR WITH BOTH GSN AND WE IN Q.90 TO 
CONTINUE.  IF SUCH RESPONDENTS ANSWER SLIGHTLY FAMILIAR OR NOT AT ALL 
FAMILIAR FOR EITHER GSN OR WE, TERMINATE] 

 
BASE: ANY NON-TERMINATES 
95. For each of the following television channels, please use the following scale to tell us 

approximately how many hours (if any) you watch that channel in a typical week. If you do not 
watch that channel at all in a typical week, please select 0.  If you watch more than 20 hours per 
week, select 20. 

 
 [Show channel list in same order as in Q.85.  Only list channels respondent answered “yes” for in 

Q.85 and answered Slightly, Somewhat, Very or Extremely Familiar in Q.90] 
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[Show scale going from 0 to 20.] 
[PROGRAMMER: PLEASE FLAG STRAIGHT-LINERS & RECORD TOTAL TIME SPENT ON 
THIS GRID] 

 
BASE: ANY NON-TERMINATES 
98. Please select South from the following list in order to continue with this survey. 

[RANDOMIZE] 
1. North 
2. South [must select to continue] 
3. East 
4. West 

 
HIDDEN CELL ASSIGNMENT 
 
FOR RESPONDENTS IN Q67 = 1-10, OR 12-24, OR 26-28: 
Q.83 Q.85-5 Q.90-5 and Q.90-6 CELL 
  5  Yes Extremely/Very Familiar/Somewhat familiar in both CELL 1A 
  5  Yes Slightly/not at all familiar in either or both CELL 1C 
  5  No Extremely/Very Familiar/Somewhat familiar in both CELL 1B 
  5 No Slightly/not at all familiar in either or both CELL 1D 
  Not 5  Yes Extremely/Very Familiar/Somewhat familiar in both CELL 2A 
  Not 5  Yes Slightly/not at all familiar in either or both CELL 2C 
  Not 5  No Extremely/Very Familiar/Somewhat familiar in both CELL 2B 
  Not 5 No Slightly/not at all familiar in either or both CELL 2D 
FOR RESPONDENTS (IN Q67 = 11 OR 25 OR 29) OR (IN Q65 IS NOT NY, NJ, or CT): 
Q.83 Q.85-5 Q.90-5 and Q.90-6 CELL 
 Yes Extremely/Very Familiar/Somewhat familiar in both CELL 3A 
    No Extremely/Very Familiar/Somewhat familiar in both CELL 3B 
 



 

57 

MAIN QUESTIONNAIRE:  
 
[PROGRAMMER: DISPLAY Q200 & Q210 EACH ON THEIR OWN SCREEN] 
 
BASE = ALL QUALIFIED RESPONDENTS 
Q.200 We are now going to show you the names of two channels at a time.  For each 
pair of channels, we would like you to tell us how similar or dissimilar the channels are 
in terms of the types of programming they offer.  (If you are not familiar enough with 
either channel to have an opinion you can indicate so.) 
 
When we say similar, we mean that you consider the channels to be in the same 
category of tv channel because they offer comparable types of programming or 
similarly-themed programming.   
 
Please note that we are not asking how similar or dissimilar the channels are in terms of 
their quality or how much you like them.  We only want your opinion about how 
similar or dissimilar the channels are in terms of the type or category of programming 
they offer. 
 
BASE = ALL QUALIFIED RESPONDENTS 
Q.210 For each pair of channels you are shown, please indicate how similar or 
dissimilar the channels are by using the following scale ranging from “0” (meaning 
extremely dissimilar) to “10” (meaning extremely similar.) 
 
Or if you have no opinion, please select that option. 
 
BASE = ALL QUALIFIED RESPONDENTS 
Q. 220 Please indicate how similar or dissimilar these channels are by using the 
following scale, if you have an opinion.  
 
[PROGRAMMER:  Randomize order in which following pairings are shown.  For 
each pairing randomize order of which is shown on top and bottom. Show one pair 
per screen.  Center pair on screen above scale.] 
[PROGRAMMER: PLEASE RECORD TOTAL TIME SPENT ON THE Q220 SERIES.] 
 
HBO 
Cinemax 
 
Discovery Channel 
The Science Channel 
 
ABC 
CBS 
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MTV 
VH1 
 
Lifetime 
Oxygen 
 
GSN 
WE 
 
Cinemax 
ABC 
 
Oxygen 
WE 
 
Discovery Channel 
VH1 
 
Lifetime 
HBO 
 
GSN 
MTV 
 
CBS 
The Science Channel 
 
[PROGRAMMER:  Below the pair, show scale ranging from 0 on left to 10 on right.  
Above the “0” note “Extremely Dissimilar” and above the “10” note “Extremely 
Similar”.  Below scale add “No Opinion” button.  Respondent must use the scale or 
select No Opinion) 
 
[REPEAT Q.220 UNTIL ALL PAIRS HAVE BEEN SHOWN] 
  



 

59 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
APPENDIX C 

 
SCREENSHOTS OF SURVEY 

 
 



 

60 

SCREENER 
50 

 
55 

 



 

61 

60 

 
65 

 



 

62 

67 

 
70 

 



 

63 

75 

 
80 

 



 

64 

83 

 



 

65 

85 

 



 

66 

90 

 



 

67 

95 

 
98 

 



 

68 

MAIN QUESTIONNAIRE 
200 

 
210 

 



 

69 

220 SERIES 

 

 

 



 

70 

 

 

 



 

71 

 

 

 



 

72 

 

 

 
 



 

73 

  



 

74 

 
 
 
 
 
 
 
 
 
 
 

 
APPENDIX D 

 
DATA FILES (to be provided electronically) 

 
 



 

75 

 




